
Pathways to integration



Now is the time for
Integrated Reporting
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WHY?
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AND OUR FUTURE
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ADDRESSING BROADER VALUE CREATION REFLECTS,

IF COMPANIES ARE ABLE TO CONTRIBUTE TO OUR FUTURE.

REQUIRES OUR ATTENTION. NOW.



How to report
broader value creation
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FINANCIAL AND NON-FINANCIAL DISCLOSURES

Broader Value Creation  Reporting beyond financial performance

 Based on various reporting standards/recommendations, e.g.
− IFRS
− GRI Standards
− UN Global Compact
− Integrated Reporting Framework
− SASB Standards
− Sustainable Development Goals



MEANINGFUL INFORMATION IN TIMES OF UNCERTAINTY

 Future orientation and a strategic focus

 Risk management reporting

 Stakeholder interests and external conditions

 Understand the connections: Integrated Thinking

Increased transparency



FROM ISOLATED TO INTEGRATED

Traditional Reporting

 All relevant capitals

 Future-oriented with strategic focus

 Short, mid, and long term

 Increased transparency/
holistic view

 In consideration of external conditions

 Concise and substantial

Integrated Reporting

 Focus on financial information

 Retrospective

 Short term

 Limited disclosure of
mandatory information

 Compliant and rule-consistent

 Detailed and complex



INTEGRATED REPORTING

Management & 
Governance

Stakeholder-
management

Business Model & 
Capitals

Integrated
Thinking

Sustainability
Reporting

Main topics



WHERE INTEGRATED REPORTING BEGINS

 Value creation
 Inputs, business activities, 

outputs, outcomes
 Performance
 Risk management
 Strategic focus and resource

allocation
 External environment

Business Model & 
Capitals





Be inspired
by good practice
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Before you begin
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AUTHENTIC REPORTING IS KEY

Integrated Report Tell 

YOUR

value creation story. 



BEFORE YOU BEGIN

Integrated Report Define the PURPOSE of the Integrated Report

− Who is the Integrated Report for? 
− What would you like to accomplish?

— THE IIRC

“The primary purpose of an integrated report is to 
explain to providers of financial capital how an 
organization creates value over time. It therefore 
contains relevant both financial and other.”  



DISTRIBUTE AND CONNECT RELEVANT CONTENT 
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PDF Annual Integrated 

Report

Full-HTML-ReportSustainability

Report

Governance

Report, etc. 

— THE IIRC

„The integrated report can provide an
entry point to more detailed information outside the
designated communication, to which it may be linked (...).“Reporting suite

…



Roadmap to Integrated 
Reporting
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ROADMAP

10 steps

2
Build a team of experts
(communications, investor
relations, corporate
responsibility, 
legal, accounting, 
operations).

1
Get the support of
the board.

3
Set up regular
team meetings
throughout
the year.

4
Draft business
model and define
relevant capitals. 

5
Draft project plan 
and timeline.

6
Identify
existing gaps regarding
content
and processes.

7
Define key messages.

8
Draft detailed
report structure.

9
Include
independent
auditor at 
an early stage.

10
Make sure that
Management Board 
and Supervisory Board 
are always
up to date.



GOOD LUCK!
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